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Tourism has evolved in one of the most important industries globally, growing 
steadily, resulting in new destinations emerging continuously. Moreover urban, 
and especially city break tourism gains popularity over time. However, the 
management of urban tourism destinations is a diverse topic, very complex and 
very challenging in terms of an effective destination promotion and eventually 
destination branding.  
 
This evolution creates an important and necessary need for an organized 
destination management approach. Existence of Destination Management 
Organizations is more than imperative nowadays, and must have the leading role 
of coordinating the various stakeholders under a coherent strategy. Regarding 
the case of Thessaloniki, Greece, as a tourism destination, despite the wide 
variety of stakeholders involved in the city’s tourist product, there is no clear 
image regarding the destination management organisation. 
 
The present dissertation attempts to analyze the destination management for the 
case of Thessaloniki, in relation to its huge Jewish history. As the second largest 
city in the country, Thessaloniki, is being promoted as a city break destination, 
mostly for its gastronomy, its nightlife, for specific local or international events 
and exhibitions that take place regularly and as an outward route to the Chalkidiki 
peninsula. The history and the culture of the city is not efficiently promoted. Every 
advantage Thessaloniki has as a tourism destination, related with its history and 
the culture, modern and ancient, must be revealed and promoted accordingly. 
This leads us to the main subject of this dissertation: “Can Thessaloniki become 
a tourism attraction-destination for people of Jewish ethnicity and cultural 
heritage, from all over the world?” 
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Jews have lived in Greece since ancient times and there have been organized 
Jewish communities in Greece for more than two thousand years. By the mid-
16th century, Jews constituted half of the city’s residents and formed one of the 
largest Jewish communities in the early modern world. The image of the 16th-
century golden age of Salonica as a center of Jewish refuge and Jewish learning 
is conjured by the expression, “Jerusalem of the Balkans”. Thousands of Jews all 
over the world consider Thessaloniki as their ancestral homeland. Destinations 
that can offer a tourist product that is able to attract new visitors who get 
emotionally attached with the destination and become eventually repeaters, can 
form a big competitive advantage for the sustainability of this place as a tourism 
destination.  
 
The methodology applied in order to analyse and justify the hypothesis raised, is 
generally based on qualitative research, analysing and commenting data having 
derived from both primary and secondary research. The combination of 
secondary research with primary, helped to approach the hypothesis both 
theoretically and practically. The secondary research is implemented, via the use 
of universities’ e-libraries and repositories for the search of academic literature, 
as well through the internet, media, papers and official authorities, Academia.edu, 
Google scholar, Scopus, and Sage Journals. Traditional library research was not 
possible because of the general lock down due to covid-19 pandemic. The 
primary research involves personal interviews taken from different stakeholders 
relevant to the subject. 
 
Finally, turning Thessaloniki into a global Jewish visiting destination, will be for 
everybody’s common interest. Jewish tourists-visitors have special and emotional 
ties with Thessaloniki and that’s why this cultural-heritage tourism perspective of 
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Over the past years, despite wars, natural disasters, political and economic 
turmoil, tourism has become one of the fastest growing economic sectors 
globally. 
 
Additionally, to the traditional destinations, there are many emerging destinations 
which have invested and made tourism a key driver of their progress in terms of 
its social and economic influence (e.g. employment, export revenues, 
infrastructure development etc.).  
 
As stressed above, the tourism industry can have a significant impact on a 
destination’s development. Among the major destinations in Greece, 
Thessaloniki the second largest city of Greece, has many key characteristics in 
order to be promoted as a combination of city break, urban heritage and dark 
tourism destination.  
 
The proposed dissertation will attempt to investigate the destination management 
for the case of Thessaloniki, in relation to its Jewish history. Thessaloniki has 
developed its tourism activities over the years, being promoted as a tourism 
destination. But:  
“Can Thessaloniki become a global tourism attraction-destination for people of 
Jewish ethnicity and cultural heritage, from all over the world?” 
In order to come to a conclusion, there are particular issues that need to be 
mentioned and discussed. Some of these issues are outlined in the following 
objectives:  
• Analysis of Thessaloniki’s Jewish community presence and actions 
throughout the centuries until their elimination from the Nazis.  
• Defining Thessaloniki’s management as a tourism destination regarding 
the people and institutional actors involved, how the city has been 
promoted in the media and how things are organized at a practical, 
everyday level.  
• Stakeholders’ perceived image of the city’s Jewish history  
 8 
• Identification of Thessaloniki’s major Jewish historical landmarks, and their 
present ownership status and use.  
 
Jews have inhabited Thessaloniki since ancient times. It was one of the largest 
Jewish community in the world during the middle ages, constituting the majority 
population of Thessaloniki. Thessaloniki became the center of Sephardic life and 
it was called “La Madre de Israel”.  
 
Although most of Thessaloniki's Jewish population (over 95% of the population) 
were sent to their deaths in Auschwitz by the Nazis, thousands of Jews all over 
the world consider Thessaloniki as their ancestral homeland. Thessaloniki is an 
important link in the legacy of Sephardic Jews, who have been dispersed and 
scattered around the globe. 
 
The first chapter of this project deals with the literature review. In the first part, 
brief definitions about tourism and diaspora tourism meanings are presented, 
since they have much to do with our case study; also, an analysis of the DMOs 
and their role in the tourism development of a destination is stated and in the end 
of this part the application of the above theories in the case of Thessaloniki as a 
tourism destination in general, is analysed. The second part of the first chapter 
focuses on Jewish Thessaloniki. A historic retrospect throughout the centuries of 
the Jewish Community in Thessaloniki is made, with references to their presence 
and activities in the Ottoman Empire and the first years of the annexation to the 
Modern Greek state, drawing evidence from international literature, well named 
writers and editors. The historical part closes with the elimination of 
Thessaloniki’s Jewish community from the Nazi’s and their repatriation in 
Thessaloniki in the mid 1940s. An allusion to the nowadays Jewish element 
presence in the city follows; more specifically references to the JCT and its’ 
activities are recorded, of the Jewish Museum and The Holocaust Museum, a 
report of the Silence Memory Walk that takes place every March in the last years, 
and finally an identification of the most major Jewish landmarks in Thessaloniki 




The second chapter presents the methodology applied. The research process 
having been followed is extensively analysed, in order to justify the hypothesis 
raised; is generally based on qualitative research, analysing and commenting 
data having derived from both primary and secondary research, and in the end a 
SWOT analysis is stated to empower whether or not Thessaloniki has the 
potential to become such a specific tourism destination for people of Jewish 
ethnicity from all over the world. 
 
The third chapter focuses on research findings and data analysis. Number of 
interviews were taken from different stakeholders relevant to the subject. Such 
interviewers were, the ex-Mayor of Thessaloniki Mr. Boutaris, Mrs. Kapnidou 
Sales and Marketing Director of Capsis Hotels, also Mr Tezapsidis owner of travel 
company “KANON”, and finally Mr. Robissa, member of the assembly of JCT and 
of the Central Board of Jewish Communities in Greece and also owner of the 
well-known travel agency “RTB/ROBISSA TRAVEL GROUP”. All of them being 
active in different and more practical sectors in Thessaloniki’s tourism industry. 
In the end of this chapter, the interviews analysis and findings, are stated. 
 
In the fourth chapter we find recommendations on the hypothesis stated whether 
Thessaloniki can form a global tourism destination for people of Jewish heritage. 
Findings and reports from both primary and secondary sources, are used, in order 
to help with the project and the justification of the primary assertion which lead to 








1. LITERATURE REVIEW 
1.1 Tourism, meanings and definitions 
1.1.1 Tourism definition 
Tourism, as the human habit of travelling between different places, exists 
throughout the centuries. According to the 1992 World Tourism Organization 
definition, "Tourism comprises the activities of persons traveling to and staying in 
places outside their usual environment for not more than one consecutive year 
for leisure, business and other purposes”. (Luca, 1997) 
1.1.1.1 Diaspora tourism definition 
All tourism activities produced, consumed, and experienced by diasporic 
communities can be considered “diaspora tourism” (Coles & Timothy, 2004). 
Stemming from the Greek words dia(through) and speiro (to scatter), diaspora 
refers to the dispersion of an ethnonational group from their homeland. 
Contemporary use has grown to include many populations who settled outside 
their ancestral homeland, such as immigrants, foreign workers, expatriates, 
refugees, and other communities (such as Jewish). (Huang, 2014) 
1.1.2 The basic elements of a tourism destination  
To enter the discussion and analysis over urban tourism development and the 
special role of DMOs, it is necessary to identify the basic elements of a tourist 
destination.  
 
According to the UNWTO’s “A practical guide to tourism destination 
management” any destination contains the following basic elements:  
• Attractions, tangible or intangible, which usually form the main and initial 
motivations for a potential visitor to a specific destination and may be 
applied in natural beauties, buildings (heritage monuments, well known 
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buildings, religious buildings), and cultural assets (museums, art galleries, 
cultural events)  
• Amenities, including accommodation, roads, public transport, catering 
services and guides.  
• Accessibility, regarding air, road, train and cruise/ships travel services.  
• Image which refers to the presence of both tangible (sights, scenes) but 
also intangible assets of the destination such as the friendliness of people, 
their tourism culture and environmental quality.  
• Price, which is very crucial for a destination’s success. Prices in 
transportation and accommodation can deeply affect customer’s choices.  
• Human Resources, which is equally significant as the Price. Well trained 
workforce of a destination combined with citizens well aware of tourism 
potential of the city, can lead to repeated visitation.  
 
The perceived quality and accuracy of those elements are deeply influential and 
have an effect on tourist’s decision to visit a certain destination. (UNWTO, 2007) 
1.1.2.1 Diaspora tourism destinations 
For new tourist destinations struggling to break into the international market, 
diaspora tourists may be important first movers. They not only test the waters and 
spread the word about the attractions of homeland locations but may also invest 
directly in building new tourist facilities or bringing existing ones up to the 
standard they have come to expect as a result of their experience abroad.  
Diaspora tourism offers two advantages. First, because it is not necessarily 
seasonal it may entail a steadier use of infrastructure throughout the year and 
provide employment opportunities in off-peak times. Second, diaspora tourism 
may result in the geographic expansion of tourism within the country. Diaspora 
tourists reach less-visited sites than do other international tourists by traveling to 
visit their ancestor’s homeland, while on the same time they may participate in 
cultural and sporting events or visit secondary and regional sites.  
While educational tours and study-abroad opportunities have long involved a 
deep engagement with the country visited, such engagement is now becoming 
 12 
mainstream. Since the 1970s, the tourism industry has worked to engage 
sophisticated travelers whose interests go beyond sun, sea, and sand; they want 
to experience a country’s architecture, religious rituals, cuisine, art, music, and 
language, and meet local people. (Newland & Carylanna, 2010) 
Contemporary heritage industry that focuses on Jewish cultural heritage, is both 
socioeconomic and political process. In a global competition for tourist flows, 
cultural tourism industry creates new products and renews old destinations. 
There are different reasons for attention to other cultures, like feeling guilty about 
the Holocaust, romantic nostalgia of lost past or reconstruction of important part 
of national memory. Tourism industry conforms to contemporary demands and 
tendencies and different heritage types. (Gaižutytė-Filipavičienė, 2020) 
1.1.2.2 Jewish diaspora tourism destinations 
Such cultural heritage diaspora destinations - that have much to do with the 
research aim of this dissertation - include for instance, the Holocaust sites, Nazi 
concentration camps, ghettos of Budapest, Krakow, Prague, Warsaw, and 
Vilnius.  
Furthermore, certain tourism tendencies that gain ground lately, are for example, 
the Bar/Bat Mitzwah Jewish ceremony to be held in European capitals that have 
Jewish historic background, dreamed traditional Jewish weddings in Tuscany and 
Prague; also visiting Vilnius, the “Jerusalem of Lithuania”, for Torah study and for 
its’ Jewish Library, while admiring the librarians’ and state’s effort to 
commemorate Jewish Lithuania by accumulating a collection of over 100,000 
volumes. 
 
Moreover, in Krakow, together with the visits to the Auschwitz-Birkenau Memorial 
and Museum as well as the famous Schindler’s factory, visitors have the 
opportunity to experience what Jewish life means by attending a Shabbat service 
with the first full-time Rabbi working in Krakow since World War II. 
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Additionally, Prague’s Jewish community came slowly back to life; educational 
and cultural centers are established, increasing the involvement of young Jews, 
many of whom are discovering their heritage for the first time. (MHT, 2020) 
1.1.3 The impacts of tourism and their sources 
Most people think of tourism in terms of economic impacts, jobs, and taxes. 
However, the range of impacts, positive or negative, from tourism is broad, often 
influences areas beyond those commonly associated with tourism and can be 
sorted into seven general categories:  
• Economic 
• Environmental 
• Social and cultural 
• Crowding and congestion 
• Services 
• Taxes 
• Community attitude  
 
It is equally important to identify the sources of these impacts (table 1) and how 
they influence interactions between tourists and residents, the host community, 
and the environment. Researchers generally divide these impact sources into two 
groups: tourist factors and destination factors. Tourist factors are those which 
tourists bring to the destination and include demographic characteristics, social 
differences, and numbers of visitors. Destination factors are those that are part 
of the destination itself, such as travel linkage and circulation, local acceptance 
of tourism, and local vitality and leadership.  
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Table 1: Factors influencing interactions between tourists & residents                                                                    
Source: The Impacts of Tourism, by Glenn KREAG 
Directing tourism growth toward local needs, interests, and limits can greatly 
enhance tourism’s value to the community and help create a sustainable industry. 
Creating a local tourism industry is not a daunting task, but making tourism really 
"fit" the community requires work —it takes vision, planning, and work. (Kreag, 
2001) 
1.1.4 The Destination Management Organisations (DMOs) 
1.1.4.1 Defining DMOs  
Destination Management Organizations (DMOs) are those organizations 
authorized to manage and promote destinations. According to World Tourism 
Organization (WTO), every destination must have at least one DMO. (UNWTO, 
2004). As far as their legal form is concerned, DMOs may be governmental 
authorities, organizations operating under the control of government, public 
organizations, organizations operating under the control of municipalities, non-
profit organizations that belong both to the public and the private sector, non-
profit tourism organizations, and profit tourism organizations. (Christou, et al., 
2008) 
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1.1.4.2 The role of DMOs  
According to Pike (Pike, 2008), DMOs essentially have a dual role: the one of 
Destination Marketing1 and the one of Destination Management2. Talking about 
Destination Marketing first, this involves the obvious role of DMOs, i.e. to improve 
the imagery and popularity of a tourist destination. This is implemented using 
many techniques, such as advertising through media, distributing promotional 
materials, and offering promotional holiday packages. As far as destination 
management is concerned, one of the main roles of DMOs is to protect and 
improve the image of the destination, as well as offer complete holiday packages 
to tourists (Sheehan, et al., 2007) Except for that, Destination Management 
essentially involves the development of sustainable tourism policies, which also 
safeguard the needs and interests of other stakeholders, such as those occupied 
with tourism in general, the residents of destinations, the natural resources and 
the environment of destinations, as well as the society as a whole. (Dwyer, et al., 
2003) 
1.1.4.3 Improving the role of DMOs  
In order for DMOs to become more effective in terms of their Destination 
Marketing and Destination Management tasks, the need to combine these both 
functions, i.e. abandon their traditional marketing role and encompass the notion 
of management in their strategies and actions. More specifically, DMOs need to 
take into account the needs and interests of all stakeholders associated with the 
destination they wish to promote. (Prebensen, 2007) Excessive and effective 
market research is also required on a regular basis, so that DMOs keep up with 
 
1 The term Destination Marketing, refers to promoting tourist destinations as a means of improving 
their imagery and popularity. (Buhalis & Michopoulou, 2010) 
2 Destination Management is the handling and support of the integration of different resources, 
activities and stakeholders through suitable policies and actions, in order 1) to improve the quality 
of life of the residents of the destination, 2) to ensure the quality of visit of the tourists, 3) to gain 
and to maintain the competitiveness on the markets, 4) to promote sustainable development, 5) 




changing tourist’s trend and promote their destinations accordingly. Keeping up 
with advancements in technology is also a critical success factor for DMOs, which 
can advantage of new media and information technologies to better communicate 
with their target audiences. (Blumberg, 2005) 
1.1.5 The city of Thessaloniki as a tourism destination 
Thessaloniki is the second largest city of Greece and the most important center 
of the area. Built near the sea, it is a modern metropolis bearing the marks of its 
stormy history and its cosmopolitan character. (GNTO , 2020) 
 
It is a city with a long history dating back to 315 BC when it was founded. 
Therefore, with its cultural and historical interest, with its innumerable monuments 
and attractions found in every part of the city, it is a living museum. Furthermore, 
other features that make Thessaloniki an ideal tourist destination are, its 
gastronomy, many entertainment options, that create a unique mosaic of a variety 
of types of tourism to be supported. (Thessaloniki, 2020) 
1.1.5.1 Promotion of the destination Thessaloniki’s tourist product 
For some years now, Thessaloniki Tourism Organization (TTO) is the major and 
only one DMO for the promotion of Thessaloniki as a tourism destination. It is a 
non-profit organization, under the supervision of the Region of Central 
Macedonia, and constitutes the official tourism platform of the city of Thessaloniki. 
Its main key objectives according to the organization’s official website, are:   
• Advertising and promoting destination Thessaloniki in Greece and abroad 
• Designing the tourism brand of Thessaloniki   
• Preparing and implementing tourism development strategic plans 
• Promoting and highlighting the strategic advantages of Thessaloniki as an 
important touristic, commercial, economic, cultural, religious and cruise 
destination as well as a MICE destination   
• Creating promotional and informative material and publications, such as, 
maps, city guides, and targeted thematic brochures, while designing, 
implementing and promoting new tourism products and services 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• Supporting and coordinating various events that promote the tourism 
profile of the region. (TTO, 2020)   
 
The first logo that was used for promoting Thessaloniki, is “The heart of 
Thessaloniki” which is a heart of colorful tiles with shades of 
red, blue and yellow, aiming to help Thessaloniki escape 
from its monumental character according to the inspirers. 
The logo and trademark of the city symbolizes the mosaic 
of her stories. (Makedonia, 2012) 
1.1.5.2 Performance of Thessaloniki as a tourism destination 
In order to state Thessaloniki’s performance as a tourism destination, numerical 
and statistical data were drawn from surveys that were conducted from GBR 
Consulting, on behalf of the Thessaloniki Hotels Association and were published 
in their official website. (THA, 2019) 
 
According to the Thessaloniki Hotels Association, in Thessaloniki are operating 
143 hotels of all categories with a dynamic of 8.007 rooms divided in all 
categories. The following table 2 present the above data compared also with 
those of the last five years (2014-2018). For year 2019, still no official survey’s 
results are published, in relation to those two factors. The numbers in hotels and 
rooms, unofficially remain the same according to word of mouth statements.  
 
Table 2 : Number of hotels & rooms in Thessaloniki                                                                                 
Source: Thessaloniki Hotels Association 
Figure 1: Thessaloniki's logo 
Source: TTO 
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More specifically, in 2019 a total of 2,442,050 overnight stays were recorded 
compared to 2,400,655 overnight stays in 2018. However, it is noted that there 
was a huge increase of 56,650 overnight stays (75,044 overnight stays in 2019, 
18,394 overnight stays in 2018) from Syria and various Asian and African 
countries, mainly refugees and immigrants, who were hosted in hotels in 
Thessaloniki. Excluding overnight stays of these non-tourist nationalities, the 
number of visitors to Thessaloniki, decreased in 2019 in comparison to 2018 by 
15,255 overnight stays (-0.64%). 
 
The statistical data of the research carried out on a monthly basis by GBR 
Consulting, show that in 2019, there was an increase of 4.3% compared to 2018, 
in revenues per available room (RevPar) amounting to 55.23 euros. The increase 
in the average room price (ARR) was that of 3.6%. Nevertheless, Thessaloniki 
continues to be the last among ten other European cities of similar size (Antwerp, 
Birmingham, Cologne, Dusseldorf, Edinburgh, Glasgow, Budapest, Hamburg, 
Manchester, Salzburg) regarding those two parameters (RevPar & ARR).  
1.1.5.3 Source countries – Nationalities 
The first place of foreign visitors was occupied in 2019 by the Israelis, with an 
increase of 22.65%. However, this growth rate is much lower than in the previous 
two years (2016-2017 increase of 89.69%, 2017-2018 increase of 77.74%). 
 
The following table 3, presents the top nationalities of overnight stays in hotels of 
Thessaloniki for the years 2019 and 2018, the ranking of every nationality and 
the percentage of increase or decline compared to 2019 and 2018 respectively.  
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Table 3 : Top nationalities of overnight stays in Thessaloniki 2018 -2019                                                
Source: Thessaloniki Hotels Association 
 
The first three source countries (Israel, Turkey and USA) are those that have 
grown intensively as source markets of the city nowadays. 
 
Israelis are accounting for a solid tourism asset for the city the last years following 
an exponential growth every year. Apparently, the market of Israel can become 
a basic and high-income market for Thessaloniki. This is mainly because of its 
history, as Israelis consider Thessaloniki as the second Jerusalem. The strong 
Jewish legacy of the city, can be a key incentive for visitation both in emotional 
and attractions terms. Thessaloniki could form a destination for different types of 
tourism, always in relation to its Jewish past. (THA, 2019) 
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1.2 Jewish Thessaloniki 
1.2.1 Jewish presence in Thessaloniki over the centuries 
Greece’s and specifically Thessaloniki’s Jewish history counts for more than 
2.000 years. It starts from ancient times and it continues until nowadays, through 
a considerably smaller number, after their elimination of the Nazis during the 
World War II. 
1.2.1.1 The Jewish history of Thessaloniki up to the Holocaust  
➢ From Ancient Times up to 1492 AD: Starting with the first period of history, 
and lacking any precise indications, we assume that the Jewish presence 
was established with the arrival of Jews from Alexandria, Egypt around 
140 BC. Those Jews that settled the geographic area of Modern Day 
Greece, came to be known as Romaniotes. They adopted the Greek 
language, retaining and incorporating elements of Hebrew and Aramaic, 
as well as the Hebrew script while their names were Hellenized. (Hagouel, 
2006) 
➢ From 1492 to April 9, 1941: In the year 1492 the Spanish Catholics King 
Ferdinand and Queen Isabella of Spain, forced all Jews to either convert 
to Christianity or leave the Country. This event leads to the settlement of 
the first contingent of perhaps 15.000 to 20.000 Jews from Spain, the so-
called Sephardic Jews [Sepharad means Spain] in Thessaloniki, marking 
the beginning of the second period in the history of Jewish Thessaloniki. 
(Hagouel, 2006) 
Their rich experience in merchandise, their profound knowledge of foreign 
languages and their deeply rooted feeling of cosmopolitism rendered them 
a necessary tool and mechanism for the Ottoman Empire and its growth, 
until its total collapse in 1908. (Gleoudi, 2018) 
The community in Thessaloniki grew so quickly that by the 1520’s, Jews 
outnumbered more than half of the city’s residents. This narrative is based 
on Michael Molcho’s list and map of the synagogues that had existed 
 21 
before 1917, twenty – two of which were founded between 1492 and the 
end of sixteenth century. (Aymard, 2014) 
➢ From April 9, 1941 to October 30, 1944 – German Occupation: The eve of 
the Second World War finds Thessaloniki with a Jewish population of 
around 55.000 souls, a bit more than a fifth of the total population. Italy 
declares war on Greece on October 28, 1940 and fighting erupts on the 
Albanian front. Greece is victorious and thousands of Jewish Greek 
conscripts and officers battle valiantly alongside their non–Jewish 
(Christian) fellow Greeks. However, on April 6 1941, Germany invades 
Greece from the North. After fierce battles, they occupy the whole country. 
These events effectively conclude the upcoming tumultuous upheaval of 
the Community, and mark the end of the second period in the History of 
Jewish Thessaloniki. An event in World History that will come to be known 
as the Holocaust, the Genocide of the European Jews. In less than three 
years’ time Jewish Thessaloniki will cease to exist as such. (Hagouel, 
2006) 
1.2.1.2 Thessaloniki, the “Jerusalem of the Balkans” 
“The metropolis of Israel, the city of Justice, the mother of Israel same as 
Jerusalem itself”, according to the words of the poet Samuel Usques. 
 
Cultural growth along with economic growth will be in stagnation until the middle 
of the 19th century, mainly because of the occupation of the Ottoman Empire and 
its involvement in military campaigns which brings economic malaise and cultural 
decline.  
 
The second half of the 19th century saw Salonica emerge as a regional capital, 
a cosmopolitan metropolis and an economic center at the crossroads of Europe 
and the Middle East. The Paris based Alliance Israélite Universelle equipped a 
new generation of Jewish students with modern education and vocational skills. 
The publication of Ladino newspapers flourished, as did Ladino theatre. Many 
newspapers circulated in Judeo Espagnol {Jewish–Judeo Spanish or Ladino} and 
in French. The Jews of Salonica ranged from major industrialists who established 
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the city’s first flour mill, distillery, and brick and tobacco factories, to stevedores 
at the port, fishermen, tobacco laborers, bootblacks, lawyers, teachers, customs’ 
officials, rabbis, pumpkin seed sellers, lemonade vendors, and halva makers. In 
1911, David Ben-Gurion spent several months in the city and declared it “the only 
Jewish labour city in the world.” The role of Jews was so great that the port and 
virtually the entire city closed on Saturday in observance of Shabbat. At the turn 
of the century, Jews were the demographically dominant element in the 
population, comprising as many as 80.000 – 90.000 of the city’s 170.000 
residents. (Naar, 2013) 
 
Jews managed to render Thessaloniki one of the greatest ports of Europe and 
created commercial networks with other European cities and major ports all over 
the world. (Gleoudi, 2018) 
1.2.1.3 Notable Thessalonian Jew dynasties 
Descendants of the large Sephardic family that arrived here from Spain in the 
15th century, played important role in Thessaloniki’s Jewish history, before being 
scattered around the world or being eliminated by the Nazis. The city boasted a 
number of very wealthy known Jewish families. The Jewish element associated 
with Thessaloniki may be extinct, but lately is trying to reconnect with the city. 
 
 "We came to Grandpa's house," were the words of Laurent Dassault, on a return 
trip to the country of origin of his ancestors, who now leads the titular aeronautics 
french industry, established by his grandfather Marcel Bloch, who changed his 
name to Dassault and was born in Thessaloniki in 1882. 
 
Aaron Malach, was grandfather of Nicolas Sarkozy, son of the jeweler Mardochai 
Malach, owner of one of the biggest jewellery stores in Thessaloniki. The grave 
of his great-grandfather Mardochai Malach, in the cemetery of Stavroupoli, visited 
a few years ago the ex-President of France, who declares himself a 
Thessalonian, since he is a descendant of the Malach, one of the great Jewish 
families of Thessaloniki. 
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Few people know that the founder of the second largest food company in the 
world today, the famous “DANONE”, a "national asset" for France, was Isaac 
Carasso (the Carasso family), one of the most famous amongst the Jews of 
Thessaloniki, who was also born in Thessaloniki at the beginning of the last 
century.  
 
This long list also includes the name of the famous hairdresser Vidal Sassoon. 
His father, Jack, was born in Thessaloniki. Sassoon revolutionized women's 
hairstyles in the mid-1950s with his geometric shapes and was the man who 
"changed the world with a pair of scissors." (Τελίδης & Λυκέσας, 2012) 
 
The doctor who changed the fate of the community and thus contributed to the 
glory of the whole city was no other than Dr. Moses Allatini. The dynamic 
presence of the Allatini family laid the foundations for creating the industrial, 
banking and commercial behemoth of the family. The Allatini mills, the Allatini 
pottery and the Bank of Thessaloniki, were its leading companies. 
  
The willingness and determination of Dr. Moses Allatini to organize and educate 
the community, enticed and challenged his great with huge fortune competitor, 
Saul Modiano to follow his paradigm. He founded the Modiano Real Estate Bank 
and built the Saul Arcade in the 1880s. In 2007, 140 members of the Modiano 
family met at the Modiano Arcade in Thessaloniki, as part of their every two-year 
meeting in a city around the world, where Modiano family members live. 
 
The list of prominent and famous Jews around the world, originated from 
Thessaloniki, is quite wide. Jews belonging to the intellectual elite, to the field of 
science, to the political arena, or entrepreneurship, consider Thessaloniki their 
“homeland”, maintaining special loving bonds with the city. (Ζαφείρης, 2016) 
1.2.1.4 Holocaust of Thessaloniki’s Jewry  
At the beginning of the Second World War the Jewish population of Greece 
numbered approximately 100.000 people. In April 1941, the country was 
conquered by the Axis powers and from the first moment severe anti - Jewish 
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regulation took place. The Axis powers entered Thessaloniki on April 9, 1941. 
After 2.000 years, 43.850 Jews, 95% of the Jewish population, were deported 
from Thessaloniki while very few of them found refuge in the countryside.  
 
Several factors contributed to the loss of such a large number of Jews from 
Thessaloniki. Thessaloniki was under direct German occupation. The Jewish 
community was highly concentrated in the city. Jews believed the German 
subterfuge that they were going to work in Poland. Because the Jews of 
Thessaloniki spoke Ladino, their spoken Greek was easily distinguishable. Those 
numbers are terrifying.  
 
The German army left Greece in August 1944 and after that a civil war followed 
the already war-torn Greece. The post-war Greek Jewish community, situated 
between Athens and Greece, numbered only 9.000 members. A significant 
number repatriated back to Greece but on their return, had to confront not only 
the destruction of their houses or their occupation by others, but also harsh 
economic conditions. Many of the Jewish survivors were forced under these 
circumstances to emigrate to Israel and the U.S.A. The community, especially 
Thessaloniki’s community, decreased in number and power but never lost its 
strength and will to survive, even under harsh circumstances. (Nowak & 
Kouloglou, n.d.) 
1.2.2 Thessaloniki’s Jewish heritage in the 21st century  
Jewish presence in Thessaloniki in the 21st century, is evident through the 
activities of the Jewish community of Thessaloniki, from the increasing number 
of visitors to the Jewish Museum, the memorials and all Thessaloniki’s major 
Jewish landmarks.  
1.2.2.1 The Jewish Community of Thessaloniki 
Jewish Community of Thessaloniki, is a community-built organization, a legal 
entity under public law, that enriches Jewish life locally and nationally, by 
fostering Jewish values for the greater good and helping those in need.  
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More specifically, since 1979 the Jewish Community of Thessaloniki has been 
running a six-year primary school and nursery attended by about 80 children. The 
school is housed in the traditional building of the charity organisation "Matanoth 
Laevionim" where, until the Holocaust free meals were served to poor students. 
 
Moreover, under the supervision of the JCT we find a youth center that organizes 
various recreational and cultural events., the Jewish cultural club "Brotherhood" 
which organizes various events, ladies’ organizations with a wide range of social 
and cultural activities, the athletic club "MACCABEE" which maintains basketball 
and table tennis sections."  
 
Additionally, the Community offers subsidies to its less privileged members and 
has recently introduced a series of measures in order to support young couples, 
so as to face its demographic problems.  
 
The JCT also supports the operation of "Saoul Modiano" Old People's Home 
which operates in a six-store new building. The "Saul Modiano” Old People's 
Home has established itself as a genuine "Home for our Parents", a warm asylum 
for Jewish senior citizens. 
 
The Jewish Community, in an effort to encourage the research and study of 
Ancient Greek literature and to further contribute to the promotion of closer bonds 
between the peoples of Greece and Israel, undertook the construction of a wing 
at the University Complex of Jerusalem. This wing was named "The Hellenic 
House" and was opened on March 14, 1984. The wing was dedicated to the 
memory of the Greek-Jewish students who were killed during the Holocaust. 
(JCT, 2020) 
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1.2.2.2 Jewish Museum of Thessaloniki 
Jewish Museum of Thessaloniki is representing, 
the historic center of Thessaloniki’s Jewish 
community. This museum serves to acquaint the 
public with the city’s Jewish historic and cultural 
heritage. Founded in 2001, it is housed amid a listed 
building dating back to 1906. In the early 
20th century, it housed the Bank of Athens and the French-language Jewish 
newspaper “L’ Independant”. The museum’s permanent exhibition features 
headstones from the old Jewish cemetery destroyed by the Nazis during the 
Greek Occupation, family and religious heirlooms, as well as old Jewish 
newspapers and costumes. The Holocaust Room, an emotionally charged space, 
includes items from the Nazi crematoriums, yellow stars worn by Jews in the 
ghettos, and the authentic metal press used to make these. 
 
The main exhibition of the museum is presented in two floors. The ground floor 
is dedicated in the remains of the old Jewish cemetery of Thessaloniki, which 
extended, most probably since the 15h century. In the Museum tombstones and 
funerary stelae brought from the demolished cemetery are being presented. On 
the first floor, in the wing of “Simon Marks” is presented the permanent exhibition 
“Thessaloniki, Metropolis of Sephardi”.  An identical exhibition is being presented 
in the Kibbutz Beth Lohamei Agetaot in Israel. There are also rooms dedicated in 
the social life, the religious and family life, and the Holocaust events. (JMT, 2020) 
1.2.2.3 The Holocaust Museum 
“This is the fulfillment of a historic responsibility for Thessaloniki,” Mr. Boutaris, 
being Mayor of Thessaloniki that time, said, when he announced the museum 
project. “Only in this way will we be able to have a greater awareness of what this 
crime means and why it should not be repeated.” (Rabinivitz, 2017) 
 
Figure 2: Jewish Museum of Thessaloniki       
Source: Jewish Museum 
 27 
The new public monument in the city of Thessaloniki, 
the proposed Holocaust Memorial & Human Rights 
Educational Center, seeks to commemorate the 
devastating fate of the Jewish community, but also to 
recount its approximately 500 years cultural history and 
rejuvenation after World War II, and to host an open 
forum for multi-cultural education and forward-looking 
dialogs between various identity groups. 
 
The chosen site for the project is an open plaza located at the endpoint of the rail 
lines. This site may extend the walkway developed along Thessaloniki’s 
seashore, connecting the city’s harbor, the historic White Tower and the old train 
station which was used for the deportation of the local Jews.  
 
The project consists of an octagonal tower, a low ring-shaped building and a 
public plaza. The 32-meter-high energy-efficient tower is a museum and a cultural 
center containing a permanent exhibition hall, a temporary exhibition hall, 
auditorium for 300 seats, study rooms for lectures and seminars, multipurpose 
space for events and ceremonies, offices, reception and café. The low introverted 
building is going to form a tourist facility. (HMT, 2020) 
1.2.2.4 Memory Walk – “Never Again: Thessaloniki – Auschwitz” 
Many decades after the extermination of the local Jewish population, the society 
stayed silent and built its future in the remains of a 
bright Jewish past. The new national identity found a 
newly made fertile ground and conservative political 
and social views covered the social fabric. 
  
It was in 2013, when a heterogeneous group of people 
decided to launch the Memory Walk “Never Again” for 
the 50.000 Jews of Thessaloniki who lost their lives in the Holocaust. However, 
the Memory walk came to be established as an institution which exists and grows 
until today.  
Figure 3: The Holocaust Museum 
Source: parallaximag.gr 
Figure 4: Memory Walk: NEVER AGAIN 
Source: Upsala Univ. Thesis Repository 
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This idea, of the parties in favor, was based on the “March of the Living”, an Israeli 
initiative which takes place on an annual basis in the concentration camp of 
Auschwitz. A similar project looked almost ideal for the city of Thessaloniki which 
had to pay honor to its lost Jewish population and to revive its historical and urban 
memory as no one in the city had ever done before. The walk would follow the 
exact steps towards the railway station where the train missions departed. The 
first Memory Walk took place on 16th March 2013, Saturday. (Gleoudi, 2018) 
1.2.2.5 Jewish landmarks: A museum outside the museum  
Old mansions belonging to prominent Jewish families, synagogues, shopping 
arcades, banks and other buildings that survived the Nazi German occupation, 
stand to highlight the robust presence of Thessaloniki’s Jewish community. At 
first glance, nothing recalls the “Jerusalem of the Balkans” in modern 
Thessaloniki, with its cold, crumbling concrete architecture. But nevertheless, 
there are still several buildings of exquisite architecture that are still “alive” to 
reveal Jewish community’s prosperity, cosmopolitanism, educational level and 
wealth until mid 1930s just before second world war.  (Tzavella, 2016) 
 
Such historic architectural masterpieces are: 
• Monastirioton Synagogue: The official Thessaloniki’s synagogue, is the 
city’s only synagogue that remains in its pre-
Holocaust state.    
     
                         
 
 
• Old Railway Station: The city’s Old Railway Station, where, be-
tween March 15 and August 2, 1943, Jews were 
stacked into livestock carriages and sent off to 
the concentration camps in Auschwitz-Birkenau 
and Bergen-Belsen.  
 
Figure 5: Monastirioton Synagogue 
Source: TTO 




• Casa Bianca (Villa Fernandez): One of the city’s most known mansions, a 
remarkable piece of art because of its 
unique architectural style, featuring 





• Old Jewish Cemetery Memorial: The oldest Jewish necropolis in the 
Mediterranean, it existed from the 
early Roman era at an expanse nowadays 
belonging to the Aristotle University. It 
included over 300,000 tombs but few 
gravestones survived the Nazi assault of 
1942. 
 
• Malakopis Arcade: The old “La Banque de Salonique” (Bank of 
Thessaloniki) building, designed by the 
architect Vitaliano Poselli on behalf of the 





• Saul Arcade: The Saul Arcade serves to remind of the robust 
entrepreneurship practiced by the Jews in 
Thessaloniki. It was built by Jewish banker 




Figure 7: Casa Bianca                                     
Source: openhousethessaloniki.gr 
Figure 8: Old Jewish Cemetery Memorial       
Source: ert.gr 
Figure 9: Malakopis Arcade                              
Source: openhousethessaloniki.gr 
Figure 10: Saul Arcade                                            
Source : parallaximag.gr 
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• Hirsch Hospital: The main building at the Ippokrateio hospital, was built 
between 1905 and 1908, based on plans by 
the architect Pierro Arrigoni.  
Originally serving as a hospital for the city’s 
Jewish community, it was developed by 
courtesy of donation by the baroness Clara de 
Hirsch. 
 
• Modiano Market: Thessaloniki’s largest sheltered market was built in 
1922, based on designs by Jewish 
architect Eli Modiano. It was launched in 
1925 as a central food market. This 
rectangular-shaped building, featuring a 
glass roof and divided into four galleries, 
nowadays is under renovation to become a 
modern market. 
 
• Villa Allatini: A work by the Italian architect Vitaliano Pozelli. It was built in 
1888 as the summer residence of the Allatini 
family, a family famous for both its business 
and community activities. Today, Villa 
Allatini houses the Regional Administration 
of Central Macedonia.  
 
 
• Villa Mordoch: Built by the Greek architect Xenophon Paeonides, in 1923 
was bought by the Jewish family Schialom 
and in 1930 by another Jewish family, the 
Mordochs. Today it is used by the 
Municipality of Thessaloniki as an Exhibition 
Hall for paintings. 
 
Figure 11: Hirsch Hospital - Ippokrateio     
Source: TTO 
Figure 12: Modiano Market                        
Source: parallaximag.gr 
Figure 13: Villa Allatini                                     
Source : parallaximag.gr 
Figure 14: Villa Mordoch                               
Source: dailythess.gr 
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• Villa Modiano: It was built in 1906 as the residence of Jacob Modiano by 
the engineer Eli Modiano. In 1913 the villa 
was bought by the City of Thessaloniki and 
was offered as a palace to King Constantine. 
Since 1970 it has been housing the 
Macedonian Popular Art Museum. 
 
 
• "Matanoth Laevionim" School: Since 1979 the Jewish Community of 
Thessaloniki has been operating a six-year 
primary school and nursery, attended by 
about 80 children. The school is housed in 
the traditional building of the charity 
organization "Matanoth Laevionim". 














Figure 15: Villa Modiano                               
Source : jct.gr 
Figure 16: Matanoth Laevionim School   
Source: thessalonikijewishlegacy.com 
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2. METHODOLOGY RESEARCH 
2.1 Introduction  
As it is clearly understood from the chapter’s title, this section will include the 
research methodology of this dissertation. More specifically, in this part will be 
outlined the research methods applied, the methods of data collection, the 
selection of the sample, the research process, the type of data analysis, and the 
research limitations of the project  
2.2 Research questions - Aims 
This dissertation attempts to investigate the destination management for the case 
of Thessaloniki, in relation to its Jewish history. Thessaloniki has been promoted 
as a city break destination in the last years. But In order to be able to answer the 
main research question of this project: “Can Thessaloniki become a global 
tourism attraction-destination for people of Jewish ethnicity and cultural heritage, 
from all over the world?”, there are particular issues that need to be mentioned 
and discussed and several questions ancillary to the main one, that have to be 
answered. Some of these issues are outlined below: 
i. Defining Thessaloniki’s management as a tourism destination regarding 
the people and institutional actors involved, how the city has been 
promoted in the media and how things are organized at a practical, 
everyday level. 
ii. Comprehend and illustrate the perceived image of a DMO’s establishment 
in Thessaloniki. 
iii. Whether there is collaboration amongst the city’s tourism stakeholders or 
not.  
iv. If Thessaloniki’s brand as a tourism product, is well understood between 
the involved stakeholders. 
v. Stakeholders’ perceived image of the city’s Jewish history  
vi. Thessaloniki as a tourism destination. Are there the necessary requisites 
in existence, regarding infrastructure (easy access via airplane or ship, 
 33 
public transport), carrying capacity, being an “attractive” city (cleanliness, 
easy to walk around, noise, green areas). 
vii. What is the opinion and the impressions, positive or negative, of people 
that have already visited Thessaloniki 
viii. Is the city a favorable destination for tourists of Jewish ethnicity? 
2.3 Methodology of research approach 
The aforementioned topic questions are better traced on the grounds of 
qualitative research, with the intention to provide new insights for the hypothesis 
raised. Generally, tourism, as a social science, is inhered with high level of social 
interactions among people, therefore in many case studies, qualitative research, 
favors. (Saunders, et al., 2007) 
 
The great latitude of qualitative methods provides in-depth knowledge about 
perspectives of people in real-life conditions using multiple sources of evidence 
namely secondary and primary data. (Yin, 2011) 
2.4 Research and data collection methods  
Because of the nature of the objectives and that of the research questions that 
need to be discussed, the research methodology of the project is based on 
qualitative approach, analysing and commenting data having derived from both 
primary and secondary research. The combination of secondary research with 
primary, will help to approach the hypothesis both theoretically and practically.  
 
The secondary research was implemented through the internet, media, papers, 
and official authorities and services files. The search of academic literature was 
based on the use of universities’ e-libraries and repositories, and various 
databases. 
 
The primary research involves semi-structured in-depth, personal interviews with 
key stakeholders of Thessaloniki, relevant to the subject. Those interviews’ aim, 
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was to identify and examine stakeholders’ views on the above claim. According 
to Longhurst (Longhurst, 2009),  “in-depth, semi-structured interviews are verbal 
interchanges where one person, the interviewer, attempts to elicit information 
from another person by asking questions. Even though interviewers tend to 
prepare a list of predetermined questions, in-depth, semi-structured interviews 
usually unfold in a conversational manner offering participants the chance to 
pursue issues they feel are important”.  
2.5 Research sample reasoning  
In this current study, interviewees have special connection with the subject under 
discussion and were selected on the basis of their knowledge, relationships and 
expertise regarding the research subject.  They also acquire sufficient and 
relevant working experience in the tourism industry, participate in several tourism 
initiatives, and understand thoroughly all data regarding destinations. 
2.5.1 Thessaloniki’s tourism stakeholders 
The potential research sample of this dissertation, will emerge from the following 
list of Thessaloniki’s key tourism stakeholders. (Sigala & Marinidis, 2012) 
• Municipality of Thessaloniki 
• Regional Government of Central Macedonia 
• Greek National Tourism Organization 
• Thessaloniki Tourism Organization 
• Thessaloniki Convention Bureau  
• Thessaloniki Hotels Association and Hoteliers. 
• Local attraction authorities (museums, archeological sites) 
• Airlines and other transportation authorities 
• Port authorities 
• Tourism industry professionals and entrepreneurs 
• Jewish Community 
• Visitors  
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Personal interviews were conducted with representatives of the following key 
stakeholders:  
➢ Municipality of Thessaloniki  
o Mr Boutaris, interview date: 30/04/2020 
➢ Thessaloniki Hotels Association and Hoteliers 
o Mrs. Kapnidou, interview date: 20/05/2020 
➢ Tourism industry professionals and entrepreneurs 
o Mr. Tezapsidis, interview date: 18/05/2020 
➢ Local Jewish community 
o Mr. Robissa, interview date: 28/05/2020 
 
However, due to time limitations of some interviewees, as well as the restrictions 
in citizens’ movements by the government because of the covid-19 pandemic, 
two of the interviews were held via telephone and one via email correspondence. 
The fourth one was face to face.  
2.6 Research process 
Personal semi-structured interviews were held during April and May of 2020. 
More specifically, the interviewees were asked to participate in the research after 
having been informed about the nature and the scope of the study. The 
discussions lasted approximately 45-60 minutes. During the interviews were 
mainly kept notes.  
2.7 Data analysis  
Content analysis was used to analyze the data which was gathered from personal 
interviews. According to Moore & McCabe (Moore & McCabe, 2005), this is the 
type of research whereby data gathered is categorized in themes and sub- 
themes, so as to be able to be comparable. A main advantage of content analysis 
is that it helps in data collected being reduced and simplified. Moreover, content 
analysis gives the ability to researchers to structure the qualitative data collected 
in a way that satisfies the accomplishment of research objectives. However, 
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human error is highly involved in content analysis, since there is the risk for 
researchers to misinterpret the data gathered, thereby generating false and 
unreliable conclusions. (Krippendorff & Bock , 2008) 
2.8 Research limitations 
As it is for every study, this dissertation had the following limitations:  
• The size of the sample was relatively small - 4 interviewees. A bigger 
sample would probably enhance the reliability of the research 
• Qualitative research is not allowing the measurement of the examined 
stakeholders’ point of view, stated problems and their possible solutions. 
• The analysis of the role of the DMOs in the promotion of Thessaloniki as 
a Jewish tourist destination globally, may be influenced by factors and 
personal opinions and malice, which are not clearly mentioned. 
• In certain circumstances, the interviewees refused to speak against their 
organizations.  
• It would be an omission not to mention the general absence of official 
statistical tourism data for the city of Thessaloniki. Along with that, existing 
data and sources (mainly from regional tourism stakeholders and 
authorities) are not regularly and in time updated.  
2.9 SWOT analysis 
In order to promote Thessaloniki as a potential tourism destination for visitors of 
Jewish heritage, from all over the world, a SWOT analysis is essential.  
 
A SWOT analysis focuses on the four elements (Strengths, Weaknesses, 
Opportunities, Threats) of the acronym, allowing the identification of the forces 
influencing a strategy, action or initiative. Knowing these positive and negative 
elements can lead to a more effective communication of what parts of a plan need 
to be discussed and adjusted, for the best possible performance of a strategy. 
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In our case, a SWOT analysis of Thessaloniki as a tourism destination, could be 




Table 4: SWOT analysis 
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3. FINDINGS – DATA ANALYSIS 
3.1 Introduction  
This chapter contains the analysis of findings. More specifically, in this section 
are presented, the profile of the interviewees and the inductive or direct answers 
to the research questions that derived from the answers of the stakeholders being 
interviewed. 
3.2 Profile of the interviewees  
Table 5 illustrates the basic personal details of the interviewees. Common 
attribute of almost all interviewees’ background identity, is their special 
connection with the subject under discussion, and were selected on the basis of 
their knowledge, relationships and expertise in the tourism industry regarding the 
research subject.  Mr. Robissa specifically, because of his institutional role in the 
Community wanted to clarify that all his responses are strictly personal opinions 
and ideas on the subject and in no way do they represent Jewish Communities’ 
official principles and point of views. 
 
Table 5 : Interviewees’ Profiles 
 39 
3.3 Analysis of Findings 
3.3.1 Introduction 
Firstly, all respondents agreed in general terms, that Thessaloniki, taking into 
consideration the increase in the number of overnight stays, is evolving into a 
popular tourism destination with many growth prospects. Mrs. Kapnidou’s opinion 
was:  
 
“The increase in tourism flows worldwide has also affected Greece significantly. 
Traditional popular European destinations have been saturated (Paris, Rome, 
Vienna) and "alternative" destinations such as our city are gaining ground in Tour 
Operators packages. In addition, the high occupancy of Athens displaces part of 
the demand in Thessaloniki, with combined packages that connect more cities by 
road.” 
 
Mr Boutaris, although he agrees with the fact of the increase in number of tourists 
visiting Thessaloniki, he has a different opinion whether this is positive for the 
city’s touristic product, and if this means development in terms of tourism. More 
specifically his justification is the following:  
 
“In recent years, Thessaloniki, although it seems to be developing into a popular 
tourism destination, based on total numbers, in reality, this is not the case. The 
numbers are more or less misleading. There may be a relative increase in the 
number of overnight stays but in no case does this imply tourist development. In 
the tourist campaigns that are made for the promotion of Greece as a tourist 
destination, nowhere will you see the participation of Thessaloniki but only Athens 
and the islands. (…) As a result, a considerable number of visitors of the city is 
simply made up of tourists from neighboring countries, who have easy road 
access, with everything this entails in terms of quality and tourist revenue for the 
city”. 
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3.3.2 Analysis of research questions’ findings 
3.3.2.1 Thessaloniki’s destination management organisation. 
As far as it concerns the comprehension of the perceived image of a DMO’s 
establishment in Thessaloniki (research questions i & ii), all of the respondents 
have the same standpoint. Everybody considers participatory destination 
management as a prerequisite for the effective touristic development of 
Thessaloniki. Regarding the effective performance of the TTO, opinions vary. Mr. 
Boutaris claimed that:  
 
“It’s a fact that there is no Destination Management Organization which should 
be a collective structure of all stakeholders, for managing Thessaloniki as a tourist 
destination. 
Instead, there is the Thessaloniki Tourism Organization, which was set up about 
ten years ago to bring together all the relevant stakeholders, so that tourism 
promotion of the city could be done in the best possible way. Although the 
Tourism Organization has in its assets several promotional activities of 
Thessaloniki like fam trips, press trips for journalists, collaborations with bloggers 
and influencers, in practice all the above had minimal performance. The problem 
lies in the organizational structure of the organization which should had been 
more modern and efficient and focus on the tourist promotion of the city abroad 
and not the promotion of the city in Greece. 
TTO, failed to realize that Thessaloniki lacks the basic marketing strategies that 
precede the promotion. This normally should have been his priority. On the 
contrary, the Organization was consumed in promoting the city individually, while 
often its administrative and organizational problems saw the light of day. This led 
to the impression of a classic bureaucratic public structure, with few possibilities 
and limited efficiency”. 
 
On the other hand, Mrs Kapnidou advocates the following: 
 
“The Thessaloniki Tourism Organization is the DMO of the Region of Central 
Macedonia, and at the same time the mechanism that unites many major forces 
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of the city with a common goal, the promotion of Thessaloniki in the international 
tourism market. The Agency lost valuable time during its first years of operation, 
both due to poor management, understaffing, few economic resources and lack 
of strategy. In recent years, efforts have been made to reorganize and utilize each 
resource, to modernize it and to adopt efficient and measurable practices”. 
3.3.2.2 Collaboration among the city’s key tourism stakeholders 
Continuing with the collaboration amongst the city’s tourism stakeholders and 
whether it exists or not (research question iii), there is a variety of different 
opinions regarding the ways of collaboration. Half of the respondents stated that 
the implementation of appropriate marketing strategies for the effective 
development of tourism in the city, requires the initiative of people who have the 
knowledge and training to estimate the situation both locally and internationally 
and act by guiding all the actors accordingly. Mr Boutaris’ exact words were: 
 
“Only single actions have been taken in the field of tourism promotion, for 
example by THA or the Municipality of Thessaloniki. The Municipality in particular 
drew up a strategic development plan reaching 2030, looking for resources and 
the know-how in international organizations such as "The Network of 100 
Resilient Cities", and which actions are not under the umbrella of the TTO. 
Everyone alone is the rule. Collaborations - because there have been some - are 
an exception(...) A typical example of this, unprecedented for the Greek reality, 
is the partnership between the Municipality of Athens, SETE, AEGEAN AIRLINES 
and the Athens International Airport, creating "This is Athens & Partners" DMO, 
which will deal with the Destination Development, Destination Marketing and 
Destination Management, for the city of Athens”. 
 
On the other hand, the representative of the hoteliers supported the idea that 
although TTO is the only channel promoting Thessaloniki in the tourism industry, 
they have done very good job so far, by taking part in international exhibitions, 
organising fam trips and generally making Thessaloniki known abroad. Especially 
as far as it concerns the Jewish tourism part, there has been a significant increase 
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in the number of visitors from Israel because of these actions. Mrs. Kapnidou’s 
previous statement is quite representative on this matter. 
3.3.2.3 City’s destination branding management 
Of great significance is the point of firstly understanding If Thessaloniki’s 
destination branding3 is well defined between the involved stakeholders, and 
secondly if this could be successfully combined with its Jewish past for reasons 
of our research (research questions iv & v). Each one of the interviewees had his 
own opinion, differentiated from the rest, and always being related with their 
professional background and personal point of view. The following statements 
are quite representative. 
 
Mr Boutaris sets of great importance the history of the city, either this is Byzantine, 
or Ottoman or Jewish, where all promoting actions should be based on. More 
specifically: 
 
“Recently, the TourLab Tourism Research Laboratory of the International 
Hellenic University and the Thessaloniki Tourism Organization, concluded, after 
researches, that Thessaloniki is not known abroad. Thessaloniki suffers from an 
organized and collective program for the promotion of its tourist-cultural product 
and its historical heritage, which can definitely be a pole of attraction, in this case 
for the Israelis tourists. There should be a repeated participation in international 
exhibitions and events related to tourism. 
(…) During the exhibition ΙΜΤΜ (International Mediterranean Tourism Market) in 
Tel Aviv in 2017, was very clear that Thessaloniki has the potential to become a 
 
3 Destination branding is more than an image-building campaign: it requires a long-term 
commitment and it has to synergize with different influential stakeholders both in the creation 
process as well as in brand implementation. A strong brand provides added value and brings a 
powerful identity benefit. The main aim is to create a competitive identity, which enables the 
destination to stand out above its competitors. Competitive identity can rise from potential 
competitive advantages one country possess, whether that is a beautiful landscape, clear sea, 
islands, people, sports, cultural heritage, great gastronomy and so on. (Ćorić & Vukasović , 2016) 
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very popular destination among the Israelis (which was proved right), because of 
the history of the city, the bonds between the two countries and the huge Jewish 
heritage. Israelis are interested in city break, and especially in family tourism, with 
an emphasis on history and culture”. 
 
In addition, Mrs. Kapnidou, because of her job position, which allows her to have 
a more based in reality terms, perception about visitors’ needs and expectations, 
and without having any intention of understating Thessaloniki’s history, implied 
that, top priority of Israelis in particular, is “holidays” and not culture and heritage 
tourism. Her exact words are stated below: 
 
“The private initiative and the need of tour operators to support destinations, 
create opportunities and success stories. Jewish heritage programs are available 
from tour operators in Canada, the United States, France, but the number of 
visitors is not that large. The Israelis have always visited Thessaloniki, but the 
number of visitors has been small. The huge increase took place in 2011, when 
a big tour operator discovered Halkidiki and Porto Carras, and began charter 
flights regularly. The tourist packages were soon enriched with more 
accommodation options, with the Capsis Hotel becoming their base in 
Thessaloniki.” 
 
Continuing with the opinion of Mr Tezapsidis on this subject, his point of view was 
quite close with that of Mrs. Kapnidou, with slight distinctions. He mentions that 
they visit Thessaloniki because it is a city that can combine many types of tourism. 
They are very interested in alternative activities while they spend maybe one day 
in the city as cultural-heritage tourists. His justification is the following: 
 
 “Israel's tourism market is evolving into a very decisive and important factor for 
Thessaloniki. At the same time, there is a great demand for outdoor activities all 
year round from Israeli visitors, to nearby destinations, like Meteora, mountain 
Pindos (Valia Kalda, Zagorochoria), Pozar Baths, that offering opportunities for 
mountaineering, rafting, trekking, climbing, horseback riding, or mountain biking 
unique and authentic experiences.” 
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Mr Robissa’s opinion, is up to a point similar with that of Mr Boutaris. The 
differential factor is Mr. Robissa’s admission, that among the plethora of historical 
sites of the city, those that will play significant role in Thessaloniki’s touristic 
development, are its’ Jewish history and heritage, which will reach its’ top when 
The Holocaust Museum will open its’ doors to the public. By that time, 
Thessaloniki will gain huge brand awareness globally, and in combination with 
other actions that take place in the city like the Memory Walk every March, the 
great interest of Israelis in Thessaloniki’s real-estate market and of course facts 
that have to do with vacation, sea and sun, will become a very popular destination 
worldwide especially for people of Jewish heritage. Worth mentioning is the below 
reference that Mr. Robissa made: 
 
“It is worth mentioning that this is the first time that a pocket-sized Travel Guide 
for Thessaloniki, including a map of the city and the prefecture, together with a 
magazine tribute to the area, was published in Hebrew in Tel Aviv, addressed to 
the thousands of visitors of Jewish origin who visit the city”. 
3.3.2.4 Thessaloniki, an ‘attractive’ city for visitors? 
Moving on to the opinions and impressions, positive or negative, expressed by 
visitors to the above stakeholders, in respect of the city’s attractiveness as a 
tourism destination, the existing infrastructure (easy access via airplane or ship, 
public transport), carrying capacity, cleanliness, easy to walk around, noise, parks 
(research questions vi, vii & viii), all the answers were on the same wavelength, 
almost identical. Thessaloniki lacks totally the basic infrastructure and amenities 
in order to be considered as an attractive and friendly destination for tourists but 
nevertheless visitors are willing to repeat their visit. To be more precise, Mrs. 
Kapnidou added: 
 
“Thessaloniki has a beautiful coastal front, but lacks much infrastructure to 
compete with popular tourist destinations. Its problems are many, mainly the 
airport and the few international direct flights. (…) According to our customers’ 
telling, the most important negative elements in order for Thessaloniki to be 
considered an attractive tourist destination, are the lack of respect for the 
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environment, the lack of greenery, the lack of cleanliness and in general the 
awareness of environmental issues. In addition, there are several negative 
comments regarding Public Transport means, the lack of sufficient information 
being provided to tourists. However, the positive thing in all these, is that almost 



























4.1 Personal views – Recommendations 
Thessaloniki has full potential to become an ‘attractive’ tourism destination in 
general terms. As indicated in the SWOT analysis, the city should be ‘proud’ of 
its rich, diverse, cultural and religious Jewish heritage. Being a crossroad of major 
highways and close to unique historical heritage attraction sites, religious sites 
and beautiful beaches, make it possible for the city to promote and support many 
types of tourism successfully. Quite interesting was the argumentation of Mr. 
Tezapsidis regarding “Dark Tourism”: 
 
“Cities are usually self-determined through their history. This history often 
contains a legacy of dramatic events. Thessaloniki, has a shocking stock of 
monuments, such as the places of great battles, violent conflicts and wars that 
could promote her to Dark Tourism destination. Dark tourism, combined with the 
establishment of the Holocaust Museum and its simultaneous operation as a 
study and education center, will contribute to the deeper knowledge of the city's 
Jewish element and its elimination from the Nazis.” 
 
But apart from the stated strengths and opportunities there are still many 
weaknesses and threats that have to be faced and resolved, being the subject of 
many recent researches. Absence of collaboration between tourism industry 
stakeholders, non-effective leadership and strategic approach, a non-operational 
and low-budgeted DMO, non-targeted marketing strategies for Jewish tourists, 
very few international direct flight connections in order to attract Jewish visitors 
worldwide, are some of the disadvantages that exclude Thessaloniki from 
belonging to the group of popular tourism destinations. 
4.1.1 Thessaloniki, a destination in need of a unique identity 
The general impression formed as a result of the interviews, is that, Thessaloniki 
is classified as a city under touristic development and is in great need of a unique 
identity in order to be considered competitive amongst the other of the same 
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dynamic, destinations. The promotion of Thessaloniki in our case, requires 
actions in concert between public and private actors that are involved in the 
tourism industry. The general assumptions are, the lack of coordination and 
collaboration between the DMO (TTO) and all the major stakeholders, the public 
bodies included; also, the political unwillingness to contribute towards its touristic 
blossom. All these factors derived also from interviewees answers. 
Representative statements are the following: 
 
“(…) Have you seen any commercials promoting Thessaloniki as a destination 
with the most UNESCO monuments, near to the tombs of Vergina, close to the 
city of Aigai or even in a combined promotion with Chalkidiki? Never and 
nowhere”, Mr. Boutaris claimed. 
 
“(…) The collaboration between the major stakeholders of the city is essential 
and this necessity is thoroughly emphasized by everybody”, Mrs. Kapnidou 
added. 
 
“Only single actions have been taken in the field of tourism promotion, for 
example by THA or the Municipality of Thessaloniki, with the TTO not having the 
slightest involvement” also said Mr. Boutaris. 
 
“(…) This touristic boom, regarding Israelis, in times of economic crisis, is a 
‘breath’ for the local market and everyone agrees that even more attention should 
be paid to tourism promotion (…)”, were Mr Tezapsidis words. 
 
“The JCT as an entity does not make targeted promotions of Thessaloniki as a 
tourist destination. I believe that the completion of the Holocaust Museum, in 
addition with the JCT’s collaborations with other Jewish communities around the 
world in organizing events, scientific conferences or training seminars, which 
focus on either purely Jewish matters or subjects related to the Jewish history of 
Thessaloniki and the Holocaust, for informing mainly younger ages, will lead 
eventually in promoting indirectly Thessaloniki, as a destination, like a DMO 
would do. There are already numerous visits from young people coming to 
organized groups either as school or universities trips. What I can tell you for sure 
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is that there is no Jew who does not know about Thessaloniki. They may not 
know many historical details, but everyone knows it. It has an identity at least for 
Jewish people”, stated Mr. Robissa, being more specific and having focused on 
visitors of Jewish religion. 
 
Recommendations: 
In order all tourism stakeholders of Thessaloniki to be successfully coordinated, 
the supervising authority playing the role of the DMO, should be TTO, which will 
control the implementation, monitoring and evaluation of its strategic marketing 
plan. The idea of a private-public partnership, since many of its operational 
problems that were mentioned, are related to its public character (i.e. 
bureaucracy, political interests etc.), and lack of funding, seems to be the ideal 
case for Thessaloniki. The organizational structure of this organization is just as 
important. Its executives must have knowledge of marketing and management as 
well as experience in tourism. TTO must be responsible for: 
- Determination of objectives and results standards. 
- Measuring and monitoring statistical data that will be communicated by all 
individual stakeholders 
- Authoritative comparison of the results with the given goals. 
- Decision making and corrective actions 
 
In the case of visitors of Jewish culture and not only for them, the measurement 
indicators implemented, in order to evaluate and control the efficiency of the 
applied tourism strategy plan, could be: 
- The number of arrivals of all visitors of Jewish origin and analysis of all 
their demographic characteristics. 
- The number of overnight stays in the city 
- Following the tourist flows, register how they change depending on the 
visiting period as well as after the implementation of marketing strategies 
- Defining the purpose of their visit, so that there is a picture of which type 
of tourism is the most popular 
- Measurements of the impact of marketing and advertising strategies on 
potential visitors 
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- Repeated participation in international exhibitions under a targeted tourism 
strategy. 
 
The TTO should constantly monitor the above-mentioned figures in order to 
evaluate the effectiveness of the initial objectives that have been set as well as 
that of the strategies, so as to correct or replace them if necessary. 
4.1.2 Over tourism phenomenon and its’ consequences 
Another significant parameter that has to be taken into account is that of over-
tourism, referred as a threat in the SWOT analysis. All of the interviewees were 
quite worried regarding the possibility of Thessaloniki becoming an overcrowded 
city like Barcelona or Amsterdam and even worse like Santorini if we want to be 
closer to Greek reality. This will definitely affect Thessaloniki’s image as a 
potential “attractive” destination for tourists in general, and more specifically for 
visitors of Jewish origins, who are very sensitive regarding safety issues. Mr. 
Boutaris’ explanation was quite enlightening: 
 
“Given that in recent years there has been an increase in the number of tourists 
in Thessaloniki, mainly from neighboring countries, we are at a point where new 
tourism strategies should be implemented and instead of focusing only on the 
number of arrivals, we must put more emphasis on the quality of tourists and the 
money they leave in the city. It is inevitable that the increased number of tourists, 
can lead to its transformation into a mass tourism destination, defined as over-
tourism. This will result in the degradation in the standard of living of the citizens, 
will have negative results in the infrastructure of the city - which is already quite 
problematic - and will consequently reduce the satisfaction of the visitors.” 
 
Mr. Robissa’s opinion on the above statement, is slightly different, focusing only 
on tourists of Jewish culture: 
 
 “The sensitivity of Jewish people either from Israel or other countries on security 
and terrorism issues, is given. But in this case, I don't think it will affect them 
much. If the situation gets out of control, in terms of criminality for instance, then 
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yes, they may be affected. But I guess that will be a serious problem in general, 
for all the visitors, even worse for the locals, and not only for Jewish people.” 
 
Recommendations: 
The problematic and ineffective handling of Thessaloniki’s tourist product is quite 
obvious, while analyzing the above statements regarding over-tourism. 
- There must be a total and immediate transformation of Thessaloniki’s 
tourism strategy plan. TTO and all of the relevant stakeholders must take 
immediate action to prevent such phenomena.  
- A new strategic plan must be implemented, directed to tourists of medium 
economic status, that will have specific reasons-criteria to visit 
Thessaloniki all year round. This means focused tourism promotion of the 
city, on specific target groups who are somehow connected to the city, like 
Jewish people of diaspora, “exploiting” the city’s Jewish history, 
landmarks, museums and monuments in general, which is our case study.  
- Very important factor which affects the quality of visitors, is the quality of 
accommodation and services offered, the majority of which should be of a 
higher class, to discourage low cost mass tourism phenomena. There 
should be common pricing policy along the city’s hotels and unfair 
competition must be eliminated. Mrs. Kapnidou’s following words are quite 
up to the point:  
 
“In terms of hotel prices, the large increase in the number of new units without a 
simultaneous increase in demand, reduced selling prices. Also, the lack of a 
common strategy and unfair competition has had and still has an impact on 
pricing policy. When you copy your competitor, on the one hand you take it for 
granted that he knows what he is doing and on the other hand you are not trying 
to differentiate yourself. Benchmarking should be done with best practices, 
otherwise one keeps the other low”. 
4.1.3 A city with problematic infrastructure  
In order the city to develop into a well-loved destination, - not only for tourists of 
Jewish origin - and service different types of tourism like urban-city break, 
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cultural-heritage, dark or even cruise tourism, and not just city break travelers of 
low economic power, serious improving interventions must take place over city’s 
infrastructure where serious problems exist, creating an unfriendly touristic profile 
of the city. All interviewees’ reports on this subject, were in total agreement. The 
city’s infrastructure suffers serious problems.  
 
Traffic chaos, dirty city, general state of disorder and lack of policing, lack of parks 
and recreational greenery areas, poor public transport services, lack of 
information kiosks to help tourists in their sightseeing tours, are some of the 
problems mentioned. “It is funny to mention that one of the most important 
problems that tourists face is the lack of public toilets”, stated one the 
interviewees, off the record. Inadequate organization of the city creates problems 
for both locals and tourists. 
 
Many of the problems expressed, indicate the unwillingness of local authorities 
to organize and implement the necessary measures to make the city humane and 
functional. It is common sense that the unwillingness of local and national 




- It goes without saying that issues regarding city’s cleanliness, parks and 
recreational areas, must be taken care of, tomorrow if not today.  
- Moreover, immediate upgrade of the services provided in terms of urban 
public transport and new direct international flight connections, even 
charter flights if not regular ones, from Thessaloniki’s new international 
airport, is imperative.  
- Thus, encouraging owners of the existing 2* or 3* hotels to upgrade them 
through subsidized financial programs would be a wise idea in order to 
serve visitors of higher economic power and stem the flow of city-break 
low cost tourists and backpackers.  
- Establishing new 5 * boutique hotels by utilizing the old neoclassical city’s 
buildings, and highlighting the local color and the special character of the 
city, would be a splendid idea.  
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A question relevant to this last suggestion, was addressed to Mr. Boutaris, 
regarding the ‘Allatini Mills’, a historic landmark of the city’s Jewish heritage, 
which remains unutilized for many decades, abandoned, ready to collapse. The 
whole complex of buildings of the industrial block of Allatini Mills is unquestionably 
an integral part of the collective memory of urban Thessaloniki, unveiling 
Thessaloniki’s industrial development during the first decades of the 20th century. 
Through his answer, some worth mentioning notable recommendations, are 
being stated, declaring once more the political unwillingness for strategic tourism 
development, mentioned in the SWOT analysis as a threat. Mr. Boutaris 
specifically said: 
 
"The case of this historic place to being bought by the public sector or the 
municipality of Thessaloniki, in order to be donated to the city, is a welcome 
solution by the owners, but it is not under discussion by the state authorities. 
The ideal scenario for its development would be its conversion into a residential 
development complex, according to foreign standards, by renovating and utilizing 
the listed buildings and at the same time constructing new buildings. 
The Allatini Mills complex is of such size that it can accommodate various types 
of activities as long as it is done with respect to the history and uniqueness of the 
place. 
Building facilities can accommodate, for example, a luxury hotel, which was at 
one time the aim of the municipality of Thessaloniki, museums - there is a 
recorded donation from the owners, part of a building of 600 sq. m. for the creation 
of the Thessaloniki Industrial Museum - which will have a great impact on visitors 
of Jewish origin, since the whole industrial revolution in Thessaloniki, was carried 
out by prominent Jewish families of that time, and then small-scale shops, 
entertainment venues and restaurants. The conversion of buildings exclusively 
into museum facilities would be pointless and incorrect, due to their large size 
and extremely high maintenance costs. 
A large fund will have to be found to buy and use it. Of course, actions must be 
taken for a clear ownership status and that can only be resolved under pressure 
from the state authorities. (…) Along with history, the opportunity for citizens to 
acquire a place of culture and recreation will be lost”. 
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4.1.4 Thessaloniki’s harbour being underutilized 
Thessaloniki as a waterside city with one of the biggest harbors in Greece 
towards the city center, theoretically speaking, should have been an ideal cruise 
destination. But according to the SWOT analysis, this is presented more as a 
weakness and possibly an opportunity under certain circumstances. Mr 
Tezapsidis’ opinion on this subject is pretty informative: 
 
“The city of Thessaloniki has comparative advantages in order to enter the map 
of cruise tourism, since the city’s port is within walking distance from the city’s 
historic center, the market, the museums and the points of historical and cultural 
interest. 
Despite the comparative advantages that Thessaloniki presents, there are 
corresponding disadvantages. Initially, the port has not developed as a main 
cruise port, due to its remote location from other popular destinations in Aegean 
Sea. Furthermore, the existing infrastructure of the city port does not allow the 
service of a large volume of visitors and is characterized by a rather problematic 
level of service. The really bad traffic conditions in the city make it difficult for the 
transport vehicles to serve the visitors in the area around the port. The long delays 
that could occur, may affect the observance of cruise’s timetable schedules, 




As it is easily understood in order for Thessaloniki to be considered as a popular 
cruise destination there are many things to be considered and taken care of.  
- Since the harbor’s terminal, in its present condition, can service only a 
small volume of passengers, probably for a start, the promotion strategy 
should focus only on cruises that carry people of Jewish heritage, as this 
is the subject under discussion.  
- Therefore, the TTO as the official DMO of the city has to promote and at 
the same time advertise sustainable and attractive cruise packages to 
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those specific target groups, combined with a daily or even a short stay in 
the city.  
Indicatively, it should be mentioned that in July 2019, the large cruise ship 
CROWN IRIS sailed to the port of Thessaloniki with more than 1600 tourists, the 





























Tourism as a study field is a complex concept, since it requires a combined 
involvement of many sciences and institutions. 
So far analysis has shown that Thessaloniki possesses plethora of physical 
assets and human capital resources, which however remain unexploited. Like 
other cities, also in Thessaloniki many private initiatives were undertaken. 
However, these were either inconsistent or unofficial, which lowered their 
effectiveness.  
 
Concluding this analysis, in relation to the hypothesis raised at the beginning of 
this dissertation “Can Thessaloniki become a global tourism attraction-destination 
for people of Jewish ethnicity and cultural heritage, from all over the world?” which 
forms the basis of everything having been thoroughly analysed in this project, we 
realise that under the present circumstances Thessaloniki cannot support 
effectively this idea. If the tourist flows keep up with today’s rhythm, this could be 
manageable up to some extent, even though there are specific complaints on 
behalf of the visitors. But if the number of visitors increases dramatically for 
instance after the opening of The Holocaust Museum - according to the business 
plan, Mr. Boutaris stated that 300.000 visitors are expected to visit it - and in 
addition with the already existing tourist flows, the city will start facing problems. 
 
There are many issues to be solved; from the problematic organisation structure 
and cooperation of the DMO with the relevant stakeholders, to the efficiency of 
the tourism marketing strategies, and the problematic infrastructure. New 
marketing strategies need to be implemented, pointing on specific target groups 
who would focus mostly on cultural-heritage tourism all year round; tourists of 
medium financial power, having a special interest for the city, being recipients of 
higher quality service, will be the ideal scenario. Such development in 
combination with the city becoming more “attractive”, would possibly lead to a 




City’s Jewish heritage, is a huge asset that has to be exploited accordingly. In 
Thessaloniki there is a plethora of Jewish neoclassical buildings that need to be 
restored and utilized again. It is part of the city’s history. Tourists would be 
astonished by the beautiness and stateliness of those buildings. But they have to 
be renovated firstly, before they collapse.  
 
Taking into account the establishment of The Holocaust Museum in relation with 
other actions and initiatives like the Memory Walk, Thessaloniki bears a 
tremendous potential to become center of Jewish cultural and heritage tourism. 
Obviously, businessmen, funds and even simple civilians form Israel, have seen 
a step further ahead, and have already realised that. That can explain the huge 
interest in Thessaloniki’s real estate market, from Israelis, who tend to buy 
neoclassical old buildings located in the city center, that have to do either with 
Jewish heritage or not, intending to renovate them and turn them into luxury 
hotels. Apart from that there is also great interest in acquiring small or big 
apartments. (Χριστοφοριδου, 2019) 
 
Mr Boutaris and Mr Robissa also confirmed this tendency. Mr Robissa’s telling, 
is very articulate: 
 
“It is a fact that lately there has been intense activity by Israeli businessmen in 
the terms of real estate and the acquisition of important buildings, some of them 
of historical importance for the city. The well-known former luxury hotel "VIENNA" 
was bought by a group of Israeli businessmen, and is expected to become one 
of the most emblematic buildings in the city. Israeli interest has also been 
expressed for the old town hall building (known as "Karavan Sarai") in Venizelou 
str, as well as for the neoclassical building owned by Alpha Bank in Eleftherias 
Square, and many others. Israeli interest on real-estate is rekindled due to the 
expected establishment of the Holocaust Museum, combined of course with the 
construction of the new airport, the initiatives for developing the port, etc. Also, in 
the historic center similar properties are acquired, the most recent one being on 
Dodekanisou Street, the building that used to house the IEK Pythagoras, and will 
be converted into a 4 * hotel. For people of Jewish religion, it is of great 
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importance the quality of accommodation services and in our case the hotels they 
will stay in”. 
 
On the whole, having rich, diverse and multinational cultural and religious 
heritage, combined with landmarks and monuments to support it, is not enough. 
There must be a continuous evolution, development, adaptation to new habits 
and mentalities, being open-minded to new technologies and challenges, 
adjusting the offered tourist product to the new tendencies and needs. Even the 
historical monuments need their maintenance, their modernization, in order to 
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APPX 1:   Interview questions posed to Mr. Boutaris 
1. Taking into account the statistical data that reflect an increase in the 
number of tourists visiting Thessaloniki, can we assume that Thessaloniki 
is generally in tourist prosperity? 
2. Regarding the existence of a DMO (Destination & Management 
Organization) for Thessaloniki, what is your opinion about the Thessaloniki 
Tourism Organization and its actions? 
3. Are there any collaborations among the major stakeholders that are 
directly related with the “tourist product Thessaloniki”, as for example is 
happening in Athens with the action "This is Athens & partners? 
4. Development and implementation of a strategic marketing plan in 
accordance with its appropriate promotion by an independent and perhaps 
private authority that sets the goals (what we want to achieve), the 
strategies (how), and the resources needed, isn't it necessary? 
5. With regard to the current plan of Thessaloniki’s promotion and marketing 
strategy as a tourist destination, are there any initiatives that aim to attract 
even more Jewish tourists from around the world? 
6. Could Thessaloniki’s increased popularity and tourism growth lead to over-
tourism phenomena like in Barcelona, in Copenhagen, in Santorini and 
recently in The Netherlands? 
7. Jewish Museum of Thessaloniki: In recent years, the number of Israelis 
visiting Thessaloniki and, consequently, the city's Jewish museum has 
increased significantly. Why is this happening?  
8. Holocaust Museum: What impact did the decision to establish it have on 
the consciousness of every Jew and on the prospect of visiting 
Thessaloniki? 
9. Lately, is widely known that there is a growing interest of Israeli 
entrepreneurs in Thessaloniki’s real estate market. Is it true and if so, how 
do you explain it? 
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10. Allatini Mills: Why isn't Israeli businessmen approached in order to acquire 
the "monument" and use it as a multicultural center for the promotion of 






























APPX 2:   Interview questions posed to Mrs. Kapnidou 
1. Taking into account the statistical data that reflect an increase in the 
number of tourists visiting Thessaloniki, can we assume that Thessaloniki 
is generally in tourist prosperity? 
2. Regarding the existence of a DMO (Destination & Management 
Organization) for Thessaloniki, what is your opinion about the Thessaloniki 
Tourism Organization and its actions? 
3. Are there any collaborations among the major stakeholders that are 
directly related with the “tourist product Thessaloniki”, as for example is 
happening in Athens with the action "This is Athens & partners? 
4. With regard to the current plan of Thessaloniki’s promotion and marketing 
strategy as a tourist destination, are there any initiatives that aim to attract 
even more Jewish tourists from around the world? 
5. We often read that hotels in Thessaloniki, although they have full capacity, 
the profits are not the expected ones. What is the cause for that? 
6. What is the statistical data regarding the total number of overnight stays in 
the city of Thessaloniki and more specifically in terms of visitors of Jewish 
origin? What hotel category do they choose to stay in? 
7. Given that, a large number of your customers have Jewish background, is 
there a provision for food preparation following kosher rules? 
8. The importance of luxury tourism regarding Thessaloniki’s development in 
tourism terms, is commonly accepted. Tourists of Jewish descent 
worldwide (not just from Israel) are believed to be able to support it. But 
can Thessaloniki do that? 
9. Without improvements in infrastructure, in living conditions, in public 
transportation, how can Thessaloniki develop into an attractive tourist 
destination when the first things that a visitor observes are, the lack of 




APPX 3:   Interview questions posed to Mr. Tezapsidis 
1. Taking into account the statistical data that reflect an increase in the 
number of tourists visiting Thessaloniki, can we assume that Thessaloniki 
is generally in tourist prosperity? 
2. Could Thessaloniki, taking advantage of its long Jewish history and given 
that, it is an ideal destination for Israelis due to its proximity to their country 
combined with the strong sense of security it offers, be included in the 
destinations of the so-called "dark tourism"? 
3. Given the history of the city, especially in terms of its Jewish culture, could 
Thessaloniki become a cruise tourism destination combined with the rising 
trend of urban tourism, for tourists of Jewish origin? 
4. Given that Thessaloniki is generally in tourist prosperity, focusing on 
visitors of Jewish descent, is the future optimistic? 
5. Based on your long-term activity and experience in the field of travel 
organization and taking into account that with the existing conditions-
infrastructure Thessaloniki cannot support over-tourism phenomena, what 
effect will this have, if it occurs, on the number and nationality of visitors, 
and especially on the tourists of Jewish religion, that interest us in this 
analysis? 
6. The importance of luxury tourism regarding Thessaloniki’s development in 
tourism terms, is commonly accepted. Tourists of Jewish descent 
worldwide (not just from Israel) are believed to be able to support it. But 
can Thessaloniki do that? 
7. Without improvements in infrastructure, in living conditions, in public 
transportation, how can Thessaloniki develop into an attractive tourist 
destination when the first things that a visitor observes are, the lack of 








APPX 4:   Interview questions posed to Mr. Robissa 
1. Based on statistical data, there is a significant increase in the number of 
tourists of Jewish origin in Thessaloniki. Has JCT also contributed to this 
with some actions? 
2. It goes without saying that visitors of Jewish heritage, belong to all age 
target groups. The last two years that I have been working in the hotel 
industry, I have had the opportunity to socialize with several tourists of 
Jewish descent, of an average age of 40 years. They often gave me the 
impression that they were not so interested in the Jewish history of 
Thessaloniki, and that they only came for the sun and the sea in a place 
they felt familiar with. Do you think that the corresponding interests are a 
matter of age? Are older people interested in the past and younger people 
interested in the present and the future? If this is the case, is it possible 
that the tourist development of Thessaloniki, based on the Jewish element, 
will not have a promising future? The endeavor regarding the Holocaust 
Museum will be of success? What is your opinion on this? 
3. Lately, is widely known that there is a growing interest of Israeli 
entrepreneurs in Thessaloniki’s real estate market. Is it true and if so, how 
do you explain it? 
4. Jewish Museum of Thessaloniki: In recent years, the number of Israelis 
visiting Thessaloniki and, consequently, the city's Jewish museum has 
increased significantly. Why is this happening?  
5. Holocaust Museum: What impact did the decision to establish it have on 
the consciousness of every Jew and on the prospect of visiting 
Thessaloniki? 
6. It has been reported that there is a prospect of repatriation of the files of 
the Jewish community in Moscow. Is it possible, and to what extent, is this 
related to the Holocaust Museum being an international study center? Do 
you think that will be an additional reason for someone to visit 
Thessaloniki? 
7. Is Thessaloniki considered a safe city since visitors of Jewish descent are 
sensitive to security issues? 
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8. Taking into account that with the existing conditions-infrastructure 
Thessaloniki cannot support over-tourism phenomena, what effect will this 
have, if it occurs, on the number and nationality of visitors, and especially 
on the Israeli tourists that interest us in this analysis? 
9. In March of every year, the Silent Memorial Walk, a minimal tribute to the 
Jewish victims of Nazism, is held in memory of the victims of the 
Holocaust. Could this institution be a reason for someone to visit 
Thessaloniki so as to participate in the Memory Walk? 
 
 
 
 
 
 
